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It's Not What You Expect. 
SALEM New York. 


SALEM 


Salem's changing! And it's not what you expect. Totally new packaging 
and carton graphics and three great new box styles. 


SALEM 


■ SALEM ■ 

■ SALEM 


Full flavor 
slide box 


Full flavor 100 
. Flip top box 


lights 

shdeb 


box 


• Salem’s new initiative will be supported 
with high retail awareness and powerful 
advertising, so smokers will be looking 
for SALEM. 

• Trial-generating promotions will be available 
throughout the period to welcome smokers 
to the brand and move product! 


6 Each style of SALEM will be credited 
toward the full price share-of-market 
objectives of our partners program. 

• An efficient program is in place to 
transition to the new product and 
minimize disruption. 



TVs Not What You Expect 


SALEM 


So stay tuned • • • 
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• Region Business Trends 

• Timetable 

• Returned goods plan 

• Merchandising 

• Promotional penetration/Consumer 
mission 

• Retail Presence 

• Workplan objectiveVgoals 



Section #1 

Region Business Trends 


Why . 

Introduce a new Sa km 
in the New York City Market? 
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6% saving* 


Section #2 

Timetable 


□ The Menthol Box citeio r y 1* nowgrowing hi tfes NYC_Mti= +232% YTD. 
• Cora aknt tha rr gwlfc on Nrti jwrt frncvttlrriWj 
*6 month growth tnKool ...{100% PVonBvi biNYC) 



Salem Plan 


Work Plan Calendar 


gspt. 


Oct. Nov. Dec. 


Sell down old graphic* 
On*ert* - Muiounceinenl 
i*t ihijj date 

Prebook in box »tyk» 

(111 •T*fcfcl» d»t*: CVL4| 

Deep discount old graphic* 
Down the Sheet Effort 
Buy 1 Get 1 Free offer 
Tear-iape / 1.30 Box 

(IfUraJMfeUtcOctt) 

Coverage PmitcttPM 
*64% C1V_. lOMmaMy 
*86% CIV .. fOOK merlhly 

... I0M«My ... WKyrfJ 





Section #3 


Returned Goods 
(plan to minimize) 


Salem Plan.... Minimizing Returns 


• Prior to 1st ship date of new Graphics; 

- Explain the Salem new graphics to retaHers/a&for help. 

* Begin to Umit/Control Prebooking (styles & quantity) 

- Search aU storespr overstocks. OPM’i, Wider counter, backroom. 

- Whotesatr.futly explain importance of rotation/minimizing stock. 

- Wholesale: set up new slots for dual inventory...In advance. 

- Presell the 4 new Box styles (Retail PrebcoSdng effort) 


• When new graphics begin to arrive at wholesale fOct«61: 

- Dual inventory accounts: Jm mediately begin shipping 300% new graphics 

to test area . old graphics only to non-test area retell 

- DA*t involved with 100% ieei area: Immediately arrange to ship all 

unopened/ unstamped cases to Bondrd warehouse for credit. This twCT 
attow these direct accounts to begin shipping 1 00% new graphics to retail 
on thefirst available ship week. _ 


<S> 

*P> 

Vj 

in 
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• RR'k Immediately begin aggressive discounting did graphics. 
Priority should be [faced on temporary displays 
(dump bint, temp, counter displays, tic.) 


New graphics should be now displayed on die 
permanentfootprint alongwith supporting POS/PDi 


• T K i : Di splay, Advertise ...doit all in the Low Vd nine calls. 


• SR'* Begin implementing the Salem Matching strategy on 

die new graphics (prebooks ).... emphasis on the 4 new Box 
styles (100% distribution objective). 




Section M 

Merchandising 


Qat Pfeft lay Primarily in Low Volume calk where 
it if not coat efficient to contract for more then one. 

Averagecost /$27monthly .-.Territory Rep. Call* or 
calk located in HIGH SECURITY area* In Hart*m/Bronx. 


'Queen* (wu h Sl ag rtK FW>) 
H4LLM *firooU)k 

OPvetiWn* *8UKf» hUna 

. ... Hertwj 

yrm _ _ ‘Long Ward ftuU^ 


Mill 

iY-- ,•■>>!? .‘ vKi 

V,,.’’ 

Three FP 

IS^l 

Footprints 







] wo PUpUye The primary ict-up in KYM. 
Typfcafly KXH carton Weekly.... 65% of 
Region'* contract* are 2 FP dkpiay*. 


Xh«t-ffiPL»pl4J® : A" 
found in high volume itore* 
with No Saving* Bualne**. 
Approx.. 15* of total 
contract*. 


TwofP 1411,1 ... 

footprint* 


Throe FP 
Footprint! 


SALEM 

Sal am 



■ fcltoiUk :• 

Wlnitw 

Winston 


CAMEL 


One FP 
Footprint 


Two FP 

Footprint* 


Ovtrj evrthtw l W wtlhol 
Mw.lhol CAlctfury A0V» 
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[Recommended Brand Style 
1 PCD Load Plan. 


ITnyPCD 



Salem Plan . Merchandising 

• In all calls it is critical to maintain presence for 
Salem .... tawffMtmaawialmmtomimtlfo pHinryifliptiiunr 
primary FPD petition, if Salem it At ita>wUrybr/n<l,ttopiiTiority it to 

place a supplement* l semi-permanent displayfor New Salem Slide Bex 
styles and priority brands (Box and Soft) will be displayed on the Salem 
Section of the pemanentdispHry. 

• Top priority.... New Salem Box Styles: 

- We want tfi* 4 new Salem Box styles displayed separately on a Semi* 
Permanent or temporary display in “ALL CALLS"! 

- Where this cannot be accomplishedam fa# re tort these new Box 
Styles can be positioned in (He primary position on our permanent 
footprintt.^bngvrith the primary soft pack stylev 



Section #5 


Promotional Penetration 

Consumer Mission 


S fl fow Plan . Promotion 

• Salem Box &Lt Box "BIGIF ". 

- Available DTS/Nov. I . 4^00four carton displays (4,050 vap) 

- Send to National Promotion list of stores ...lsku per account. 

- Additional quantity Jot TR's ti> work off car (iSOforpmetnbm) 

• Tear-Tape promotion (available Odj); 

- Salem Box styles (85, U, 100, U.100) 

- 2 months Inventory/100% PV/tome Chains wiUhave unpromoted 

- t.SO tear-tape product,futtgnhicctn/set upas a promotion (order) 

- 82612»t cases / 12^90four carton displays 

- To effectively gain distribution on t new Box styles in Otebw volume 
retail .... uie must git* the retailer a reason to cany 4 new sku't. The 
promotion ($. Moffo pad) is enough Incentive for the retailer to carry 4 
new brands until they justify (sales)bting in stock regularly. 


MM3 Salem Plan . Promotion 

• Salem Semi-Permanent Display: 

- 40j*xk display.... 2 pat h sti'dr (advertises netv Stidr Box/ 35 6> U. 85) 

- ft 0 per month payment 

- Holds B1G1F.... then $.30pffTearTape Product ,.,edv. for toJft offers. 

• PPC 20 Pack Display, 

- De signed for the %. 30 tear tape p rod ud. 

- BrandSpecific20PackdisplayShipper 

- Offer canbe 1-20 pack with the 2 new Slide Box Stylet . 

or 2-20 packs with all 4 Box Styles (85, Li 85 ,3 00, Lt.lOO) 

- Territory Representatives unJf carry on the car. 

- Telemarketing programfor Select Direct Accounts/incentive payment 
tii the TelemarletingemplDyee. 


Salem Platt . Promotion 

• Salem Matching Strateg y I prid storesl: 

- Effectively wrkthe company program 

• CTS : Work the CTS t1£0 ceiling strategy on New Graphics 

- Aggressivediscountingonoldgraphics/separate temp, display 

• Supermarkets : CwnrTUhfflrg iwlonGrid., no Salem support. 

- Aggre stive discounting ok old graphics/separate temp, di splay 

• Promotional Plan Summary: 

- The region's priority is to effectively penetrate the complete NYM 
marketplace tritt the new Salem Box product If we do this right , ur'JJ 
spread the 16,890promotional displays (B1G1F&DPC) throughout 
approximately 86% of the total region's CIV with initial Box promotion. 



Source: https://www.industrydocuments.ucsf.edu/docs/mhkn0000 
















♦ Winston "No Bull" PDI/POS: 

♦ OPM% Y-signs, 25x49, Curb mts., banners, etc. 


♦ New Salem PDI/POS: 

» Exterior. Banners, Large door decal (limited menu) 

» Interior. Change mat, pasters, dangler (limited menu) 


Do Not Remove any permanent 
"NO ISUI,L" advertising! 





114bI Idle! 
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Section #7 

Workplan Objectives A Goals 



Salem Plan ... ... SeU nru/ Salem into the marketplace.... 
maintaining primaryficuson the new tYfrwton Re-introduction! 


• The "Nuts & Bolls" of the Introduction: 

- Oct Prthxrt new Bex/reduce excess $atem retail 

inventory ..... 

- Mfflii Week tEfT$: Crew work (NyCT ales Ce retail) 64%CIV 

Week 2, 3 , 4: Complete coverage of eU 100*- calls. 

- Q&£: Low Volume penetration by Territory Reps. 66%CIV 

Quarterly Retail Colly. 100% cmerage 
Yearly Retail Coils: 5 0% coverage 

" New Salem ” will be the #1 Objective in 4th Qta 
while maintaining Focus on Winstoty'Cflmel & Doral 



• Sell the 4 new Box Styles ( Objective : 200% 
distribution) 

« St f! Temp, display to deep discount old graphics, 

• Sell Send-penmment display for new Bor styles 

or if fust no possible room ... position new graphics 
on PCD. 

• Sell new Salem POS/PD1 (RK placement) .... 
implement matching strategy on Salem 



Mg Salem Plan . continued 

• " How do we work the store? " 

» Retail Representatives : 

• Implement all programs sold bu the Sales 
Representatives. 

• Remove ALL old trophic Salem POS/PDI .... replace 

U'itti nrui Salem graphic materials if available . if 

items are not available due to limited Salem menu.... 
replace with Winston *NO BULL" 

• Deep discount Old Graphic Salem .... temp, displays 
A Special Note : Remember when placing our POS/PDI. 

remove competitive.... don't cover competitive 
advertising toiih our advertising. 



» Sell all 4 new Bor Sfyirs (Objtcthu: 100 » distribution) 

» Sell Temp, display to deep discount old graphics. 

» Sell DPC displays for new Box styles or if you do have a 
permanent footprint..... display Box and Soft Pack Salem. 

» Place new Salem POS/PDI and replace all graphic ado. 

• Interior. Objective is to place 3 pieces o/POS 

• Exterior. Objective is to place One Salem Door fVortfany old Salem 
POS/PDI taken down without new ttpto&menl materials nvilabU 
for Salen .... should be replead with *NO BULL"; 
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Region CIV coverage / NYC & Long Island 


Quarterly, Yearly, Monthly + Retail 



MS Krtjuuftio c« tibiMirtiiti 

glares 

llMlilstfy CIV 

Monthly or h«jgh ct fnxjocncy 

5,041 

C4 $J*4 OV 

Q>.i;ti\ )1y Frequency- - 

5.1?? siflfcs 

10.12*. Civ 

VtArfy TrcqiKnO) 

wot««« 

6.f'l% C'tV 

2»X'... r»j c-opme ‘■y 1H'» 

Uhlans 

.CIV 

•MC-IUrj/ir Total: 

14^335 Uerci 

mosnv 


It) l»WO»tttUI*J») 


Salem Kick-Off Meeting ...format: 

Meeting Rooms: 


Nassau 

Room #1 

Brooklyn / N.Jersey 

Room #2 

Manhattan 

Room #3 

Queens/ Yonkers 

Room #4 

ALL Retail Rep's 

Room #5 


touenn &}ohn Feltman uHll be leu m leader* for the breako frt 
roomforaU RetaU Rep'* in Ac Test Ares. AU 4 Retail Mgr*, 
will preterit the. Salem Tactical Plan (use region plan as a 
guidetine)and tailor it to the accountabilities of the RR- 

Since the accountabilities and how a Retail Rep work* a 
tlore it the tame even if they croa division lines, a combined 
meetingfor aU RR't makes sense. 
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